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IN  THE  MODERN  VEIN 

Or  “ Literature ” as  now  being  written 

HE  felt  his  hands  around  her  throat.  Soft 
throat.  He  was  squeezing  it.  Curse 
women!  Damn  her,  she’d  see.  He’d 
teach  her  to  stop  back  seat  driving.  She  was 
gurgling.  Ooh!  Everything  rotten,  limp  like 
a rag.  Her  head  wobbled ....  She  was  dead .... 

. . . .He  ran  away — 

Or— 

The  divan  was  red.  Red  against  a purple 
wall.  In  the  half-light  red-red-red.  He  called 
her.  He  stumbled  across  the  room.  He  held 
her  in  his  arms.  Hot  lips.  Sticky  lip  stick. 
She  held  him  close.  Very  close — closer.  His 
collar  was  pinching  his  neck.  She  nearly  chok- 
ed him.  She  mumbled  some  words. 

Outside — Milk  bottles  rattled.  The  grey  dawn 
came  through  the  windows.  He  said,  “Come  on, 
Henrietta,  get  up.  You’ve  had  ten  minutes  extra. 
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If  we’re  ever  going  to  beat  the  traffic  we’ve  got 
to  start  now  or  we’li  never  get  a picnic  place.” 
Or — again — 

It  was  wet.  Slush-Mud-Rain.  Drops  ran 
down  his  collar.  Squish.  Squish.  His  feet 
slithered  in  the  ooze.  Well,  he’d  had  a good  day. 
Not  good  for  crops  though,  this  wet.  Who  was 
that  at  the  door.  Not  the  sheriff  he  hoped. 
If  it  was,  he  could  go  to  hell.  He  wasn’t  going 
to  bother  about  instalment  payments.  He 
could  take  the  damn  radio.  Anyway  it  was 
Spring  and  he’d  sooner  go  fishing. 

. . . .and  such  is  literature — today — from  some 
pens.  Oh  Shades  of  Milton,  Byron,  Carlyle 
and  the  Bard  of  Avon! 


CANADIAN  PAINTINGS 

A WIDESPREAD  interest  in  Canadian  Art 
on  the  part  of  the  people  of  the  Dominion 
is  indicated  by  the  warm  reception  ac- 
corded the  recently  mailed  Howard  Smith 
Calendar,  showing  twelve  reproductions  in  full 
colour  of  Canadian  paintings  by  Canadian 
artists.  We  are  extremely  grateful  for  the  host 
of  appreciative  letters  received.  A few  sets  of 
these  pictures,  suitable  for  framing  (which 
eliminates  necessity  of  cutting  the  calendar)  are 
still  available  and  will  gladly  be  sent  on  receipt 
of  one  dollar  per  set. 
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THE  OLD 
CORNER 
STORE 


Twas  a friendly  place — 

but  not  always  business-like 


IF  the  efficient  atmosphere  of  a modern,  up-to- 
the-minute  grocery  store  were  conducive 
to  leisurely  reminiscence,  it  would  be  a good 
place  to  ponder  upon  the  revolutionary  changes 
which  have  occurred  in  merchandising  and 
distribution  methods  over  the  past  two  or  three 
decades.  No  more  effective  realization  of  what 
those  changes  have  meant  can  be  had  than  by 
stepping  into  the  modern  store,  surveying  the 
surroundings  and  then  recalling  that  store’s  pre- 
decessor of  twenty  years  ago. 

Where  Grandmother  with  her  basket  and 
shawl  bought  a pound  of  coffee  scooped  up  out 
of  a barrel,  Granddaughter  asks  for  a package 
of  a well-known  brand. 

The  cracker-barrel,  the  flour-barrel,  the  tins 
of  teas  and  spices  in  bulk,  the  cider  keg,  of  the 
old,  dimly-lit,  untidy-looking  store  of  the  past 
have  disappeared  and  now  there  stands  a trim 
and  bright  array  of  counters  and  cases  and 
shelves,  sparkling  with  neat,  multi-coloured 


packages  and  cartons,  on  which  the  weight  of 
the  contents  is  marked  and  the  quality  guaran- 
teed. 


Even  as  the  package  has  changed  the  interiors 
of  stores,  so  has  it  changed  a people’s  buying 
habits.  The  attractive  form  of  the  container, 
the  colour  and  design  of  the  label  do  exert  an 
astonishing  influence  on  buyers’  minds.  Count- 
less observations  as  to  the  results  obtained  from 
introducing  new  and  up-to-date  packages  attest 
this. 

Indeed,  there  is  much  to  support  the  conten- 
tion that  the  package  is  becoming  as  important 
as  the  product,  for  it  is  its  picture  which 
advertising  time  and  again  uses  to  strengthen  a 
trade  name,  a brand,  and  the  good-will  and 
consumer  demand  which  has  been  gained.  Pro- 
bably no  greater  evidence  of  the  power  of  the 
package  can  be  noted  than  the  extension  of 
its  use  for  new  and  what  would  have  seemed  a 
few  years  ago  unpackageable  products — as  bacon 
and  bath  towels,  batteries  and  belts. 

And  the  trend  will  probably  continue. 


Recent  Spring  mailings  from  “ Smart  Shops”  have 
shown  many  examples  of  fine  and  attractive  colour 
printing  on  the  attractive  shades  of  Themis  Text . 
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Ten  Rules  given  by  Canadian  Editor 


A DECALOGUE 
FOR 

INVESTORS 


THE  following  principles  of  sound  common 
stock  investing  were  presented  in  a recent 
radio  talk  by  Mr.  F.  S.  Chalmers,  Editor, 
The  Financial  Post,  Toronto, — 

1.  Buy  the  common  stocks  of  the  leading 
established  companies. 

2.  Buy  into  basic  industries  or  lines  of  business. 

3.  Maintain  a certain  liquid  fund  in  good  bonds 
or  other  cash  securities.  This  will  meet 
emergencies,  make  it  unnecessary  to  sacrifice 
good  stocks  in  a weak  market  and  enable 
you  to  take  advantage  of  special  opportu- 
nities. 

4.  Buy  stocks  outright  for  cash  or  purchase 
them  on  a substantial  margin  with  the 
intention  of  paying  off  the  unpaid  balance 
within  a reasonable  period. 

5.  Diversify  to  an  ample  degree.  At  first, 
with  a small  amount  of  money,  you  cannot 
spread  the  risk  very  much.  Invest  your 
first  $500  in  one  good  stock;  buy  a second 
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with  your  next  $500  and  so  on  until  you 
have  a representative  group. 


6.  Gain  experience  in  investing  before  making 
speculative  purchases,  and  then  speculate 
with  only  a small  proportion  of  your  funds. 


7.  Save  and  invest  regularly. 


8.  So  far  as  possible,  reinvest  dividends  and 
take  up  rights  to  new  stock  in  order  to 
bring  into  play  the  power  of  compound 
interest. 

9.  Do  not  buy  into  unproven  companies. 

10.  Invest  in  companies  that  are  certain  to  grow 
as  Canada  grows. 


WATERMARKS  IN  PAPER 

Watermarks  in  paper  have  been  used  for  a 
long  time  to  lend  distinction  to  the  product  of  a 
particular  paper  maker  and  for  other  purposes. 
One  of  the  oldest,  a circle  Surmounted  by  a tall 
cross,  is  found  in  documents  dating  back  to 
the  fourteenth  century.  Other  old  marks  are 
the  fleur-de-lis,  the  court  jester,  the  huntsman’s 
horn,  the  hand  pointing  to  a five-pointed  star 
and  the  tankard,  well  known  in  papers  of  the 
sixteenth  and  seventeenth  centuries. 

— Exchange 

♦ ♦ ♦ 

The  new  brilliant  shades  of  Huronic  Cover  in  three 
finishes  aptly  meet  the  needs  of  the  modern 
demand  for  colour. 


AGAIN— SOMETHING  NEW 


A Brilliant  Cover  and  New  Bristols 

FURTHER  advances  in  Howard  Smith 
production  to  meet  the  growing  needs  of 
Canadian  commerce  are  indicated  in  recent 
mailings.  They  show  the  widening  range  of 
beautiful  papers  now  made  available  to  users 
in  this  country. 

The  Huronic  Cover  folder,  recently  mailed, 
displays  a new  line  of  high-grade,  deckle-edge 
cover  paper  of  strength  and  quality,  in  three 
distinctive  finishes — velvet,  laid  and  rough- 
cast— and  in  eight  attractive  colours,  ranging 
from  the  strength  and  brilliance  of  Chieftain 
Scarlet  to  the  delicate  appeal  of  Mist  Grey  and 
Snowdrift  White. 

A still  more  recent  mailing  announced  the 
addition  to  “Beaver  S”  papers  of  the  Bird 
Bristols. 

Nor  is  it  so  very  long  ago  that  the  portfolio 
of  Deckle  Edge  Papers  presented  its  fresh  and 
appropriate  suggestions  for  using  these  fine 
products.  The  beauty  and  suggestive  values  of 
the  Portfolio  make  it  worthy  of  continued 
reference. 

And  speaking  of  references — the  Manual  for 
Printed  Forms  is  always  ready  to  aid  in  matters 


concerning  the  creation  and  ordering  of  forms. 
Whenever  stationery  is  ordered,  the  Manual 
will  prove  a ready  reference  and  guide. 


ENGRAVINGS  ' TYPE  ' PAPER 

WHEREVER  possible,  I would  advocate 
the  use  of  line  engravings  for  booklet 
illustrations,”  declared  a distinguished 
Canadian  artist  recently,  “because  the  line 
drawing  fits  most  harmoniously  with  type, 
which  is  also  line.” 

His  statement  did  not  go  unquestioned,  and 
a rather  heated  discussion  was  created  in  which 
the  half-tone  was  ably  supported,  particularly 
for  its  value  in  depicting  the  technical  product. 
But  it  must  be  admitted  that  a very  beautiful, 
dignified  and  harmonious  atmosphere  through- 
out the  booklet  is  obtained  from  a combination 
of  type  with  line  cuts — provided  a third  element 
is  given  consideration — the  use  of  a good  book 
paper. 

For  fine  booklets  with  type  and  line  engravings 
Themis  Text,  Bard  of  Avon,  Carlyle  Japan, 
Byronic  Book  are  all  papers  of  beauty  and 
quality — all  deckle-edged. 
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THEY  WORK  IN  HOT 
WEATHER 


THE  hot  days  of  summer  approach — the 
season  when  salesmen  find  it  hard  to  keep 
working  efficiently,  and  when  shopkeepers 
find  their  customers  averse  to  crowding  into 
their  stores.  The  inevitable  tendency  on  the 
part  of  salesmen  and  customers  alike  to  restrict 
their  trips  during  the  sweltering  heat  must 
always  be  faced.  The  summer  slump  in  many 
industries  can  be  proved  to  be  mainly  a myth, 
but  it  takes  an  intensive  effort  to  overcome  it. 

In  the  days  when  the  mercury  is  mounting — 
there  is  always  a fresh,  crisp  representative 


There  are  several  Pastel  Shades  of  Themis  Text 
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available  to  carry  your  message,  aiding  your 
salesmen  on  their  trips,  continuing  the  contacts, 
to  bridge  the  gap  when  they  are  vacationing. 

That  representative,  too,  when  customers 
don’t  come  to  the  store,  can  carry  the  store  to 
the  customer,  so  that  the  latter  can  sit  at  home 
in  the  shade  and  look  over  what  is  offered. 


Many  fine  and  attractive  “Beaver  S”  papers 
in  several  appealing  colours  are  always  ready 
to  go  forth  with  your  message  no  matter  what 
the  thermometer  says. 


TWO  SIDES  TO  EVERY 
DISCUSSION 

MATERIALIST  and  Idealist  were  waging 
friendly  conflict  following  after-dinner 
coffee. 

The  Materialist  had  waxed  strong  over  the 
great  era  of  prosperity  which  was  being  enjoyed 
by  Canada. 

“The  whole  thing  is  marvelous,”  he  said, 
“think  of  the  tremendous  growth  of  our  enter- 
prises from  small  one  man  business  concerns 
which  in  a couple  of  generations  have  become 
vast  international  corporations.  Why,  the 
C.P.R.  itself  has  not  reached  the  three-quarter 
century  mark.” 

“Yes,  I know,”  said  the  Idealist,  “but  how 
about  the  wear  and  tear  on  humanity  which 
we  have  created  in  this  machine  age.  Aren’t 


we  building  a structure  which  in  turn  is  going 
to  demolish  us  ?” 


“Nonsense,”  was  the  retort,  “think  of  the 
great  improvement  in  living  conditions.  People 
are  in  the  country’s  fresh  air  because  of  motors, 
and  there,  by  the  way,  is  an  industry  which  is  a 
fine  example  of  size  and  quick  growth,  a splendid 
illustration  of  gigantic  machinery  which  creates 
other  machines  to  better  humanity’s  happiness.” 

The  Idealist  thought  of  limited  parking  space, 
crowded  traffic,  and  also  of  several  enjoyable 
roadside  picnics  and  motor  trips.  The  incon- 
veniences were  more  than  offset  by  the  recognized 
enjoyments.  He  felt  he  must  go  to  the  heart  of 
things. 

“But  what  are  we  actually  accomplishing 
with  it  all  ? What  I mean  is,  that  the  other 
day  I remembered  a news  item  of  a short  while 
ago,  of  a Raphael  selling  at  Christie’s  in  London 
for  a million  dollars.  That  seemed  to  me  won- 
derful beyond  even  the  miracles  of  present  day 
commercial  development.  Think — with  a few 
dollars  worth  of  paint  and  canvas  a man  alone 
and  unaided  could  create  from  his  mind  and 
craft  such  a monumental  masterpiece.” 

“Well  aren’t  business  men  doing  the  same 
thing.  These  great  accomplishments  are  not 
by  any  means  the  product  of  greed  or  desire 
for  money.  They  are  as  often  as  not  the  result 
of  men’s  ‘love  of  the  game’  and  the  ‘joy  of 
achievement.’  What  man  can  resist  the  thrill 
of  ‘moving  a mountain’  to  create  ore,  to  see  it 
swing  into  boats,  to  follow  it  through  a steel 


mill  and  then  to  see  live,  almost  human  motor 
cars  whirring  over  the  roads  as  the  finished 
picture  — or  paper  from  a forest  to  the  crisp 
sheet  of  letterpaper  or  the  printed  booklet 
circulated  throughout  the  world.  Creations! 
Man  alive!  Gaze  for  just  a moment  at  the 
achievements  of  men  through  business — through 
machines.” 

The  Idealist  was  weakening.  He  drove  no 
motor  car  and  he  wanted  one.  However,  he 
fired  a quick  one,  a last  shot:  “Well,  neverthe- 
less, I’d  sooner  have  created  the  Raphael  than 
the  examples  you  mention.” 

“Perhaps,”  quickly  came  the  reply,  “but  I’d 
sooner  have  created  the  other  things  and  made 
enough  money  to  pay  the  million  for  the  picture. 
Let’s  have  a drink — .” 


SOME  THINGS  WE  HAVE  READ 


Items  of  Interest  Recently  Noted 

TO  overcome  resistance  to  salesmen  by 
housemen,  butlers  and  maids,  the  Realsilk 
Hosiery  Mills  send  letters  asking  for 
appointments.  With  the  letter  is  sent  a post 
card  which  the  recipient  is  asked  to  sign  and 
mail.  When  the  salesman  returns  with  this  he 
usually  gets  in.  Similar  methods  of  approach 
are  used  in  selling  hosiery  to  business  and 
professional  men.  (Ptirden  hk  April  p 2s) 


Ninety  Mailings  a year — and  ninety-five  per 
cent  to  hold  present  customers — is  part  of  the 
advertising  policy  of  a large  Buffalo  clothing 

house.  ( Printed  Salesmanship,  April,  p.129 ) 


Sixty-year  old  S.S. White  toothpaste  in  im- 
proved dress  and  new  size  at  new  price,  in- 
augurated advertising  campaign,  announced  new 
re-sale  policy  and  doubled  jobbers  in  five  months. 

{Printers  Ink,  April  18,  p.73 ) 
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The  Manager  of  the  Puritan  Laundry  Co., 
Limited,  of  Toronto,  last  year  conducted  a direct 
mail  campaign.  When  questioned  as  to  the 
results,  this  gentleman  issued  a signed  statement 
in  which  he  said:  “Direct  Advertising  accomp- 
lished more  in  nine  months  than  any  other 
advertising  did  in  thirty-eight  years.” 

— The  Advertising  Analyst,  Washington,  D.C. 


“Style  was  what  made  Oscar  Wilde.” 

“Yes,  and  Thornton  Wilder.”  — Texas  Ranger 
* * * 

“Do  you  know,”  said  the  successful  merchant, 
pompously,  “that  I began  life  as  a barefoot  boy  ?’ 

“Well,”  said  the  clerk,  “I  wasn’t  born  with 
shoes  on,  either.  — Retail  Furniture  Selling 

* * * 

Cop:  Hey,  you’re  making  forty  an  hour! 

Driver:  Oh,  officer,  I can’t  be — I’ve  only  been 
gone  twenty  minutes.  —Texas  Ranger 

♦ ♦ ♦ 

Krypton  in  the  letterhead  enhances  the 
prestige  of  any  House. 


There  are  “Beaver  S”  papers  to  meet  the  demand  of 
Canadian  business  from  the  simple  price  sheet  to 
the  de  luxe  booklet. 
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WE’VE  heard  of  undertakers  who  don’t 
put  in  their  own  death  notices,  lawyers 
who  don’t  make  their  own  wills,  doctors 
who  die  because  they  don’t  get  medical  attention, 
and — if  we  went  further — we  know  a lot  of 
newspapers,  magazines,  advertising  agents  and 
printers  who  are  not  using  advertising  to  create 
more  business  for  themselves. 

♦ ♦ ♦ 

Printers  have  always  found  Velvalur  a fine 
sheet  to  run  with  half-tones,  and  that  it  further 
meets  the  needs  of  direct  mail  as  it  does  not 
crack.  The  line  is  still  more  serviceable  with 
the  addition  of  the  new  Blue  White  Shade. 


SOME  articles  in  recent  periodicals  indicate 
the  importance  of  direct  mail  in  an  often 
neglected  field,  namely — the  maintaining 
of  a firm’s  present  established  customers. 

Instances  are  given  of  successful  businesses 
that  consider  this  feature  equally  as  necessary 
as  the  acquisition  of  new  accounts,  and  who  find 
it  profitable  to  keep  up  continuous  direct  mail- 
ings to  their  old  customers. 


TYPE  TALKS 


On  the  other  hand,  one  customer  gives  his 
experience  in  changing  his  business  to  a new 
firm  simply  on  account  of  the  old  firm’s  neglect 
to  keep  in  touch  with  him. 


All  of  which  provides  some  strong  selling 
points  for  those  printers  interested  in  increasing 
their  production  of  direct  mailing  pieces. 


Don’t  let  your  customers  miss  the  brilliant 
new  colours  and  three  finishes  of  Huronic 
Cover. 

♦ ♦ ♦ 

I believe  I have  seen  more  advertising  killed 
by  fear  than  by  any  other  one  thing.  And  I 
have  seen  some  terrible  advertising  put  over 
big  by  sheer  courage. 

— The  Needle,  Young  & MacAllister,  Los  Angeles 


They  marched  around  the  walls  of  Jericho 
seven  times  and  blew  their  horns  and  shouted, 
and  the  walls  fell.  They  kept  at  it,  remember. 
And  about  all  the  public  hears  of  you  is  what 
you  tell  them  yourself. 

— The  Marchbanks  Press,  New  York 


Bell-Fast  Bond  is  a beautiful  paper  in  a wide  range 
of  colours  for  sales  letters  out  of  the  ordinary. 

♦ ♦ ♦ 

Better  not  be  than  nothing.  — Chinese  Proverb 
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The  New  Sample  Book 
of 


HURONIC  COVER 


carries  a self-evident  message  of  brilliance 
and  attraction.  If  you  have  not  received 
your  copy,  you  should  have  it  without 
delay  - - that  is,  if  you  value  sparkle  and 
colour  in  your  mailing  pieces. 

Huronic  Cover  is  of  high  quality  and 
Deckle  Edge;  it  is  made  in  three  finishes  - - 
Velvet,  Laid  and  Roughcast,  and  comes 
in  eight  brilliant  colours 

LAURENTIAN  BLUE  CHIEFTAIN  SCARLET 


PARCHMENT  IVORY  SNOWDRIFT  WHITE 


HOWARD  SMITH  PAPER  MILLS 


SUNSET  GOLD 
FERN  GREEN 


MIST  GREY 
TEPEE  BROWN 


©etter  have  it  on  your  des\ 


LIMITED 

MONTREAL  ' TORONTO 


Printed  in  Canada,  on  Huronic  Cover,  Roughcast,  Green 


